Abstract
I n recent years, retailers have recognized the importance of improving customer experience as a key factor in business success [Verhoef et al., 2009; Levy and Weitz, 2012; Petermans et al., 2013] , especially with the emergence of online competitors that have created new markets and attracted customers through personalized services [Herring et al., 2014] . Future retailing will focus on engaging with customers at a personal level. This irreversible trend is based on enhancing satisfactory customer experiences at different levels -rational, emotional, sensorial, physical, and spiritual. To achieve this, retailers should consider a mindful balance between the deployment of progressive technology systems and the creation of new business models [Manyika et al., 2015] . Customer experience involves peoples' cognitive and emotional assessments when making purchases [Klaus, Maklan, 2013] . From the perspective of Meyer and Schwager [Meyer, Schwager, 2007] , it can be defined as a customer's internal and subjective response to any direct or indirect contact with a company. Direct contact generally occurs during the purchase, use and service, and usually begins with the customer. Indirect contact often involves unplanned approaches to representations of a company's products or services, including advertising, news reports, or reviews. Current service design theory is guided by technology and globalized consumer empowerment. Designing new customer experience strategies is considered an important aspect of service improvement. Unquestionably, they offer a valuable guide for improving the interactions between people and stores. Retail organizations offer a mix of products and services, for which numerous activities (e.g. the shopping process itself, interactions with store personnel, claims, and devolutions) directly influence the customer's perceptions and experiences [Nadiri, 2011] . Retailers devote significant effort to understanding and satisfying their markets' more sophisticated and challenging expectations [Gerritsen et al., 2014] . They are conscious that an effective service design strategy requires a new user-centred approach focused on improving points of interaction in the store [Clatworthy, 2011] . This new approach requires a market-driven analysis that recognizes the customer's latent needs and desires, and determines gaps for improving current offers and developing new ones. Within this context, marketing intelligence emerges as an important alternative to understand users and their competitive environments [Jenster, Solberg, 2009] . MI can help to quantify intuitions, contextualize markets, and scale opportunities. Combined with design, marketing intelligence can be used to integrate key trends into experience prototyping. Building on this, this study integrates features from two methodologies: design thinking and marketing intelligence. We propose a strategic model to understand and respond to customers' desires by analysing their expectations and actions in a competitive environment. In the model, the use of emerging technology-based resources is championed to support customer experience during the shopping process. This paper starts by establishing the importance of retail businesses and the relevance of attaining close connections with customers. It also argues why value co-creation with customers should be the central focus of the design process. Furthermore, the paper illustrates the role of innovation and technology in satisfying customers and the accompanying store loyalty. Next, it analyses a broad literature related to design thinking and marketing intelligence methodologies, on the basis of which we develop our model. We then apply our model to a Mexican retail business (a supermarket) with the aim of proposing an innovative solution for improving customer experience. Subsequently, the paper makes policy recommendations and concludes. Finally, it discusses some limitations of the present study and possible avenues for future research.
Literature review The retail business
Research on the retail sector is considered one of the mainstays of the marketing field. It has become progressively wider and global in scope. Retailers find themselves in a mature and competitive environment, in which clients' expectations are continuously increasing and evolving [Grewal et al., 2009] . Customer satisfaction derived from their subjective fulfilment of their expectations will determine their continued store choice [Paul et al., 2016] . Initially, retail theory focused on boosting sales in supermarkets, shopping centres, and convenience stores. Attention was mainly paid to the last stage of the supply chain, while fewer studies looked at the experiences produced during shopping [Berman, Evans, 2003] . However, now companies face new challenges with more intensified competition due to the accelerated pace of technological change, more sophisticated management practices, and industry consolidation [Sirohi et al., 1998 ]. This explains why their focus has expanded from sales and growth towards customer loyalty [Lewrick et al., 2015] . Adopting new ideas related to customer experience has encouraged the retail industry to develop new strategies to increase customer satisfaction [Nadiri, 2011] . The shopping experience and ambience are the two main factors determining customer satisfaction in the large retail outlets [Paul et al., 2016] . Creating a superior customer experience is the primary objective in today's retailing environment [Verhoef et al., 2009] . Retailers have introduced a diversity of programmes to persuade and retain customers, including customer cards, discount coupons, special offers, and promotions [Bustos-Reyes, González- Benito, 2006] . However, current intensive competition among retailers demands that firms establish new strategies to generate better interactions between customers and stores; many of these strategies are based on technology-based resources. For example, the technology applications of the American retailer, WalMart, are developed through two groups: one in Bentonville, which is more oriented to stores, and another in Silicon Valley, which handles the company's global e-commerce [Miller, 2014] . Store environments constitute a fundamental element to retail positioning and enhance shopping experiences [Levy, Weitz, 2012] regarding merchandise, service quality, and enjoyment [Zeithaml, 1988] . Technology-based resources can contribute to better interactions between the store and customers, supporting decisions about purchase or use, and creating a favourable online or physical environment. However, regardless of how advanced the technology, these solutions could also go unnoticed if managers do not establish appropriate design strategies that consider customer-generated experiences. Highly sophisticated technology solutions cannot guarantee adding high value to organizations if an integrated context analysis is not present. The use of technology intelligence methods such as scientific publications, patents, scenarios, portfolios, S-curves, benchmarking, Delphi or roadmapping can provide with sufficient evidence for an appropriate technological approach [Safdari Ranjbar, Tavakoli, 2015] . Moreover, retail managers should be aware of four aspects of technology: e-commerce, data analytics, inter-firm technology functions, and software platforms [Lewrick et al., 2015] . In 1994, Kotler and Armstrong presented their 'Triangle model' for analysing company-customer, company-employee, and employee-customer relations throughout the deployment of interactive marketing activities [Kotler, Armstrong, 1994] . Two years later, Parasuraman presented the 'Pyramid model' to demonstrate that interactions among companies, employees, and customers are increasingly likely to be mediated by some form of technology [Parasuraman, 1996; Parasuraman, Grewal, 2000] . However, despite the accelerated pace of technology-based systems in retail, scholarly research on the impact of such systems on customers' experiences is still in its nascent stage [Verhoef et al., 2009] .
Innovation

The role of innovation and technology in customer satisfaction and store loyalty
Innovation and the use of technology represent core elements to develop more satisfying shopping experiences; both enable ambiances that strongly impact on customer persuasion [Sharma, Stafford, 2000 ]. Technology's potential has never changed as rapidly as now [Foley, Ferry, 2012] . Retailers are shifting to self-service technologies because they relieve the customer from having to queue up. These technologies include self-scanning, researching items online before buying them in the physical store, or looking through the products in store prior to purchasing them online (also known as showrooming) [Lewrick et al., 2015] . Table 1 depicts emergent technologies that foster customer experience. Retail organizations, especially large retail stores (supermarkets and malls), are expected to provide unique shopping experiences that could lead to customer satisfaction and store loyalty [Paul et al., 2016] . Hence, loyalty resulting from customer satisfaction is essential for any business to survive, succeed, and develop [Davis, 2013; Paul et al., 2016] . For loyal customers, the introduction of technology applications could be more relevant when making shopping decisions compared to price. This is because they are usually less sensitive to price variability and they play a key role in verbal publicity [Martos-Partal, González-Benito, 2013] . As summarized in Table 2 , the literature covers different approaches to clarify the importance of technology in customer satisfaction. Technology's impact can be seen from customers' perspectives, as well as from organizational performance metrics (e.g. market share, productivity, revenues) [Verhoef et al., 2009] . Unquestionably, technology plays a vital role in enhancing fruitful interactions that increase customer satisfaction.
Design thinking
In recent years, important efforts have focused on the development of customer-centred design for a better understanding of customer behaviour. It is precisely an approach from the design field that we use in this study. Designers' sensibility has helped them get a better understanding of people's needs during their creative activity using different methodologies. The model presented here encompasses a design thinking methodology, a user-centred tool to develop new concepts, products, and services [Brown, 2008] . Design thinking involves a strategic process to identify people's desires, unsatisfied needs, and feelings resulting from interactions with a product or service. The main purpose is to improve the quality of life by positioning customers at the axis of design [Vianna et al., 2011] . During the design process, the designer undergoes a process of thinking, during which internal mental ideas and the external expressions of these ideas are combined and sketched to create a concept [Cross, 1999] . According to Tim Brown's approach [Brown, 2008] , design thinking involves three basic steps, developed through a cyclical process with continuous feedback between stages:
1. Inspiration. This stage is focused on identifying and understanding a problem that could be transformed into an offering, whether a product or service. For this purpose, customer actions, behaviours, and attitudes are observed involving the participation of experts from different areas (e.g. engineers, sociologists, and psychologists). 2. Ideation. In this step, brainstorming and sketching are conducted to produce possible solutions to the identified problem. Furthermore, prototyping is carried out and testing is performed to evaluate potential success and recognize possible adjustments. Market, technical, and economical feasibility are determined to find optimal solutions. 3. Implementation. This is the stage when the offering is brought to market. The global vision of the offering is accomplished on-site. Ensuring positive customer experiences is essential to success. According to the approach of the Institute of Design at Stanford [IDS, 2010] , the design thinking process comprises five stages:
1. Empathize. Physical and emotional people's needs are defined to understand the ways in which they conceive the world. Systematic observation is essential in this phase.
Technology Description Omni-channel 'Customers interact with a company using several different channels before making a purchase. Differs from the traditional multi-channel concept because there is no longer channel A and channel B consumers. Instead, there is a single consumer base that interacts with retailers across all available channels' [Dorman, 2013] . Electronic retailing (e-tailing) 'Selling of retail goods electronically over the Internet' [DMS retail, 2016] .
Mobile commerce (m-commerce) 'Internet retailing platforms using mobile phones, tablets, etc. ' [Euromonitor, 2016a] .
Facebook commerce (F-commerce) It allows to 'present products, information and offers to consumers, as well as allow consumers to complete transactions within Facebook' [Gartner, 2016] . Cloud computing ' A model for enabling ubiquitous, convenient, on-demand network access to a shared pool of configurable computing resources (e.g., networks, servers, storage, applications, and services) that can be rapidly provisioned and released with minimal management effort or service provider interaction' [Mell, Grance, 2011] . Augmented reality 'Virtual objects appear to coexist in the same space as the real world' [Azuma et. al, 2001 ]. This, for example, 'enables customers to decide on a garment color without having to visit the change room. ' [Ramanan, Ramanakumar, 2014] . Drones
Amazon is pioneering a drone-carrying system that intends to deliver products in under 30 minutes. It is capable of carrying packages weighing less than 55 pounds to locations within a 10-mile range [Amazon, 2016] . Internet of Things (IoT) Sensors and actuators connected by networks to computing systems. Examples in retail are unlimited, some of the most expected are automated checkout as clients walk out of the store, layout optimization based on a comprehensive analysis of in-store customer behaviour, or real-time personalized promotions [Manyika et al., 2015] .
Source: compiled by the authors based on a review of the literature.
Таble 1. Emergent retail technologies
Description Authors Technology is a major way to boost sales by means of contact with customers. [Berman, Evans, 2003; Meyer, Schwager, 2007; Sharma, Chaubey, 2014] Technology improves client satisfaction by creating a superior customer experience. In a retail environment, it is important to focus on the 'right' customers given the highly competitive markets.
[ Sirohi et al., 1998; Verhoef et al., 2009 ] Technology provides customers with more control over their access to and use of information than ever before. Technology-related developments, such as search engines, mobile devices, mobile interfaces, peer-to-peer communication vehicles, and social networks, have enhanced marketers' ability to reach customers through new touch points. [Shankar et al., 2011] Technology has a significant impact on customer perceptions, including those determining customers' lifestyles.
[ Acosta et al., 2013] Ethnographic analyses and field observations demonstrate that technology enhances interactions between people and social structures. [Verganti, 2008; Jacobs, 2013] Design activities -including those that involve the use of technologies -are important parts of the innovation process, particularly for identifying customer needs. [Moon et al., 2013] Deep customer understanding significantly aids in the design process and increases customer satisfaction. This process is enriched with technology-based resources. [Brown, 2008; Vianna et al., 2011; Schneider, Stickdorn, 2011] Web experience systems can be used for in-depth analyses of customer experiences in retail environments, enabling deeper insights into different experiential aspects.
[ Petermans et al., 2013] Technology enhances the quality of data analysis, identification of trends, customer needs, and strategies adopted by other firms. [Pere et al., 1999] Efficiency-and novelty-centred business model designs indirectly influence technological innovation performance. [Hu, 2014] Source: compiled by the authors based on a review of the literature. The generated insights are considered for feedback and proper adjustments.
Marketing intelligence
Customer experience is influenced not only by internal but also by external factors. For a more complete understanding, it is important to consider the external environment of the company [Petermans et al., 2013] . In this context, a marketing intelligence (MI) methodology can provide a market-driven perspective, producing valuable insights regarding competition, technology, and social trends in specific market spaces. This is a future-oriented activity that adds value to the development of a business environment, providing reliable, timely, and objective business knowledge [Aaker et al., 2003; Jenster, Solberg, 2009] . MI helps to understand, investigate, and assess the external environment in relation to events for a company, its customers, competitors, markets, and the industry overall; MI also helps to improve the decision-making process. It provides useful information for identifying uncover opportunities and threats, and enables organizations to anticipate changes and effectively respond with innovative products or services. For this reason, it is considered one of the fundamental capabilities for creating competitive advantage and driving retail success [Obeng et al., 2015] . MI has different domains related to two primary areas: marketing research and customer relationship marketing/database marketing (Figure 1 ). The MI process can be as comprehensive or narrow as a company requires, and the information it produces tends to create change. Our research integrates a MI approach that follows the five-stage intelligence cycle of [Jenster, Solberg, 2009] (Table 3) . It is important to underline that commitment from top management is crucial for championing this MI process. In addition, when developing MI activity the size of the firm is also important. Small firms are less sensitive to the reliability and diversity of all information sources, in contrast to medium-and bigsized firms [Cacciolatti, Fearne, 2013] .
Methodology Shopping Experience Design Model
Based on the above review of the literature, we propose a model called the Shopping Experience Design (Figure 2) , which combines the features and steps of both the MI and design thinking methodologies. This study argues that integrating these two approaches can help retailers (and, particularly, supermarkets) understand customer needs during the shopping process. It also considers technology to be an element for obtaining superior customer experience, hence, increasing organizational performance. The main aim is to help organizations offer service solutions that increase customer satisfaction. Customer experience is at the heart of the Shopping Experience Design model (Figure 2 ). Marketers and designers can use this model to enrich the interactions between stores and their customers and increase customer satisfaction. In the model, we envision present and future trends in which technology applications could play a significant role. This approach could be deemed an innovative method to understand and gain insights about customers when interacting with a service. The model comprises six stages, starting with MI as the central axis. MI is then integrated into the different stages of the design thinking process, with the aim of enriching the user-centred design process (Table 4) . This model requires the collaboration of multi-functional teams, including marketers and designers. Feedback among phases should be continuously promoted.
Case study
We applied the Shopping Experience Design model to a company that has been a leader in the Mexican supermarket sector since 1968. The company currently operates more than 674 stores across the country. It is the second largest retailer of product variety in Monterrey and, at the time of this study, was adopting a new corporate identity. For privacy reasons, this company will be called 'Opportunity' .
Phase Description
Problem Formulation
Planning activity and problem determination to guide MI efforts.
Information Gathering
Comprises internal and external data gathering. In this stage, marketers should collect objective and empirical market research data and analyse the validity and reliability of facts, assumptions, and conclusions.
Analysis and Production
Information should be organized and analysed to convey intelligence reports. The aim is to provide valid and reliable interpretations of facts.
Presentation
Requires a communication environment that facilitates horizontal and vertical dissemination of intelligence.
Feedback
Assessment of insights obtained, executives with substantial industry experience can provide maturity and credibility to intelligence interpretation tasks.
Source: compiled by the authors based on [Jenster, Solberg, 2009] . Involves developing market analysis from the perspective of intelligence to identify current trends and improvements to solutions linked to the organization's business.
Recognize
Analyses the strengths and weaknesses of the organization from an intelligence perspective, considering and establishing its target market.
Explore
Includes an examination of customer behaviours, including touch-points that are present during the shopping experience. This stage is the most important because it performs an ethnographic analysis to identify customers' interaction levels with each point.
Inspire
The knowledge generated during the previous phases is analysed to develop solutions for improving customers' shopping experiences.
Transform
Involves the development of prototypes with the aim of materializing the features and benefits that the new product or service can bring. 6. Develop
Involves implementing the new service or developing the final product in order to evaluate the results, improve the proposal, and measure the level of enhancement of customers' experiences.
Source: proposed by the authors.
Таble 4. Stages of Shopping Experience Design
We note that our proposed approach is intended primarily for an emerging market. Currently, 2.6 billion people (one third of the world population) live in emerging-market cities. This figure is expected to reach 3.9 billion people by 2030, while developed-market cities are only expected to grow by 100 million people [Capizzani et al., 2012] . Mexico is a promising land for retail due to its growing middle-class. In 2015, the retail sector grew by 5% [Euromonitor, 2016b] . It is expected to keep rising with the continued growth of the middle-class: 3.8 million households are expected to become middle-class by 2030 [Euromonitor, 2015] . This store has several loyalty programmes, including giveaways, promotions, delivery shopping, phone ordering and agreements with other organizations. Their main programme is a reward system, wherein customers are able to trade cumulated points for certain products. However, in recent years, the store has struggled to retain customers, particularly since they have a diversity of channels (e.g. online, telephone, or traditional brick-and-mortar stores). Meanwhile, Monterrey has experienced an aggressive increase in the number of small stores near consumers' homes, which are successfully competing with the big supermarkets. Given this situation, 'Opportunity' decided to explore a new solution to improve customers' shopping experiences and to introduce a culture of customer satisfaction within the company.
In the next section, we describe each stage of the Shopping Experience Design model as applied to the study of the 'Opportunity' company.
Results
Stage 1. Deepen
This phase is focused on the deployment of the MI Cycle: Planning and Direction Planning should include not only the activities and people in charge, but also the allocation of resources and monitoring indicators. This activity was developed aligned to the specific needs of the company involved.
Information Collection
Primary and secondary information were collected with the purpose of identifying market changes since 2012 until the present. Four main competitors of the company were identified, and their main strategies to attract and retain customers were classified in terms of technology use, service management, and campaigns. The information was collected by analysing the competitor's' websites and visiting supermarkets. Additionally, we analysed scholarly papers in the fields of innovation and market trends, as well as statistical databases and reports.
Analysis
By analysing the results obtained, we were able to garner the following insights (Table 5) .
Delivering Results and Evaluation
The analysis determined that the main competitors of 'Opportunity' have focused their strategies on providing better shopping process services through both physical and digital solutions. Mobile technology has become an essential part of consumers' current lifestyles. The competition for bigger participation in this industry will continue to grow in the coming years.
Stage 2. Recognize
In this stage, we carried out an internal analysis of the company by evaluating its philosophy, target market, future plans, and external environment movements. Currently, Opportunity's mission is to satisfy the
Source of information General trends
Competitors
• The 'Opportunity' company has four main direct competitors, which offer a wide diversity of services to their customers without taking advantage of mobile applications: they only use web 2.0 and network information systems.
• Only one competitor advertises social activities through their website.
• Two of the competitors use technology applications as a resource to facilitate customer contact, either by simplifying actions (e.g. through shopping lists or reward points) or by enabling better communication of suggestions and complaints. Databases
• The retail industry in Mexico has shown continuous growth. 'Opportunity' leads sales.
• Supermarkets represent 20% of the Mexican retail market.
• The company in our case study has faced annual declines in sales of up to 0.04%, while the main competitor has increased its sales by 0.01% annually during the last few years.
• Although the company studied is the market leader with 55 branches in Monterrey, their sales volume is lower than their competitors. Specialized reports
• In the future, Mexican consumers, mainly young people, will increasingly use technology applications to facilitate their shopping process.
• From 2020, the use of digital resources will become an important factor for the development of shopping processes among consumers.
Source: compiled by the authors.
Таble 5. Insights by source of information product and service needs of customers by encouraging the development of enduring relationships with clients, society, and the environment. The company's vision is to offer the best customer experience and a comfortable working ambiance. In regard to market segmentation, this company serves the middle-class (C/C-level).
Stage 3. Explore
Tools like client tour mapping and touch-point analyses were applied to identify areas for improvement within the supermarket. As Figure 3 shows, some of the main touch-points detected included shop-andmove decisions (touch-point A), the store entrance (touch-point B), product searches (touch-point C), payment for products (touch-point D), and movements of products (touch-point E). At different days and times, we observed 110 people while they shopped in the store. Additionally, many of these customers agreed to participate in an interview to explain the characteristics of their purchasing process. Based on this analysis, we found the most significant factors during the shopping process to be the practicality and efficiency in terms of finding promotions and delivery options. 
Stage 4. Inspire
This stage included a brainstorming and subsequent association of solutions based on previous analyses. The final proposal was to develop a digital tool to enhance customers' shopping experiences: an app to facilitate communications between customers and the supermarket regarding products, services, and promotions offered.
Stage 5. Transform
This stage included the development of sketches of smartphone apps. The designs were conceived firstly using Corel X7 design software, taking into consideration all the characteristics of an app. As illustrated in previous sections, the Shopping Experience Design model (Figure 2 ) promotes feedback among phases where the top management must be committed to the process. Therefore, before testing the prototype designed, executives from 'Opportunity' gave us feedback and recommendations that were included into the app. After this requirement was met, the prototype design was tested to measure customers' responses. The proposed app allows clients to navigate between the store departments and see the daily offers available (Figures 4-5 ). The prototype was very well perceived, including the additional features: online shopping including product delivery to the customer's home, and a safe taxi service if the customer prefers to go to the store (Figure 6 ). Both these additional features can be charged to the total purchase cost. 76% of the interviewees indicated that this digital resource would improve their shopping experience and satisfaction by making the process more efficient and friendly. They also suggested that it would be useful to include functions such as the locations of products, the monitoring of discounts, and taxi services in addition to home delivery.
Stage 6. Development
The company involved would be in charge of further implementation. After the app proposed was tested during the Transform stage, company managers agreed that it was properly designed and showed strong interest in implementing it in a forthcoming project.
Conclusions and Recommendations
The proposed Shopping Experience Design model outlines a design activity with a broader perspective by considering two fundamental methodologies: design thinking and MI. Elements from both methodologies are integrated into a synergic and cyclical model in which customer experience is central. Using this approach, it is possible to get a deeper understanding of customers' expectations and identify the external events that may strategically impact the design. We showed that the use of technology is a key Rodriguez M., Paredes F., Yi G., Source: designed by the authors. Figure 6 . App additional features factor in creating strong and enduring relationships between people and products or services, and that the customer experience produced during the shopping process can be improved via this methodology.
The proposed model promotes the use of technology to improve customer interactions and experiences. Examples of applications include apps for smart phones, hologram systems in aisles, and intelligent advisors. Our study found that the Shopping Experience Design model is viable. The results of testing it in our case study gave important insights that led to the development of an innovative solution that was accepted by 76% of the customers involved in the study. Our testing showed that the shopping experience can be significantly improved in this way. The above conclusions underline that customer experience and use of technology are fundamental drivers for attracting and retaining customers. Our study has implications for decision makers in business strategy, marketing intelligence, as well as retail practitioners. This paper presented an approach based on a proposed theoretical model. We tested this model in one retail store, for which we then developed a specific technological solution. However, future research should involve testing the app in more branches of the company, adding more features to the app, or even applying it to other types of retail services.
